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A Journey of A Thousand Miles
Dear Friend:
When I learned of an inspiring story about villagers in Papua New Guinea walking up to four hours to attend a SeaWeb communications training, I was reminded of a quote by Lao-tzu: A journey of a thousand miles begins with a single step.
Imagine that! How many of us would walk for four hours to become better communicators-or for that matter, for anything? I would venture to guess that most of us have not or would not be so motivated. Yet, being able to communicate effectively is critical to our success in overcoming the enormous hurdles that confront our global society -so we must persevere. We must learn from the village leaders in these remote island nations who are compelled to do whatever it takes to save their homes and their families. They have witnessed their main source of protein disappear in front of their eyes as fisheries collapse. They have experienced sea-level rise first hand, as friends and families have had to be relocated away from the homes where they have lived for generations. They have encountered lifeless and bleached corals as waters warm and pollution threatens their livelihoods. Yet, they remain hopeful and so must we.
At SeaWeb, we are celebrating how the science of communications has successfully convinced people to take greater responsibility for ocean health. The approach of working with people to take that single step is at the heart of our mission. We know that once that first step is taken others will follow.
As we think about resource limitations and other concerns that will result from our growing global population, so too must we think about the power of almost nine billion people taking a single step in the right direction. Imagine the momentum we could build if each of us did just one thing every day to promote ocean health. What follows in this annual report are many encouraging stories from the past year, and they all started with one person who began his or her journey and inspired others to join them to take that single step toward a healthy ocean. I am pleased to share these stories with you.
With the help of our partners, amazing spokespeople and steadfast supporters, we have seen a change in the way people relate to the ocean. Scientists are sharing their research results in ways that inspire people to listen and understand. Industry leaders are investing in the future by infusing sustainability into their corporate culture. Journalists are covering not just the doom and gloom of the challenges that lie ahead but also the success stories of species rebounding and special places being protected. Finally, policy makers are beginning to see the value of working collaboratively with neighboring states, regions or countries to manage the ocean, not bound by political boundaries but by natural ones. Let me be clear: our work is far from done but we are beginning to see the rewards of the incremental steps people have taken. Some of these stories highlight how SeaWeb acts as a catalyst -influencing individuals and organizations to become leading voices for a healthy ocean. You will read stories about new and important connections made by building bridges among economic, policy, public and environmental stakeholders to generate joint initiatives for ocean health. I also am pleased to share stories about influential ocean advocates who now have the communications resources they need to motivate their audiences to engage in ocean conservation. Finally, you will see how SeaWeb's flagship communications campaigns are making the ocean matter in new ways to new audiences.
When you read the successful accounts that follow, I trust you will agree there are many reasons to be hopeful about our ocean's return to health. We are excited and encouraged by all those who have joined this journey of a thousand miles by taking that first and important single step wherever they could-one step at a time. Thank you for leading the way as we all take important steps on our journey toward ocean health.
With gratitude and admiration,
Dawn M. Martin President
SeaWeb uses the science of communications to fundamentally shift the way people interact with the ocean.
SeaWeb does this through:

COMMUNICATORS
SeaWeb gives ocean advocates the communications resources they need to convince their audiences of the importance of ocean conservation CATALYSTS SeaWeb persuades influential individuals and organizations to become leading voices for a healthy ocean CAMPAIGNS SeaWeb creates flagship communications campaigns that make the ocean matter in new ways to new audiences CONNECTIONS SeaWeb builds bridges among economic, policy, public and environmental stakeholders to generate joint initiatives for ocean health
The CEN was developed for community members who have substantial influence, like Savenaca Tete, a trusted role model from Fiji who understands how members of his community view their resources and what messages will motivate them.
To help Savenaca and others take important steps forward in ocean conservation, SeaWeb creates postersize flip charts that explain critical conservation issues such as threats to coral reef ecosystems, climate change adaptation, watershed restoration and fishery management. These presentations are used in remote areas with limited access to electricity and technology, and, since they are laminated, they can be shared among villages without being harmed by harsh weather. Communities otherwise isolated are now using this information to take action.
after the presentations, village members in Fiji put words into action and:
• moved pigpens away from the shore to reduce nutrient runoff;
• banned the use of chemicals to kill weeds; Champions Awards, SeaWeb spotlights some of the most innovative and passionate leaders in the sustainable seafood movement. Recognizing and rewarding these key players in the seafood industry helps amplify and lend credibility to their voices among policy makers and the news media. The awards are also aimed at encouraging the spread of similar best practices and innovation through peer-to-peer influence and by creating a competitive marketplace for sustainability.
In 2011, SeaWeb recognized: To be recognized as a Seafood Champion by my peers is an absolute honor and an opportunity to call for more environmentally responsible seafood management practices… I'm confident that together, we can make a real difference, and I'm proud beyond belief to be a part of a new future for our oceans and our fisheries. SeaWeb helped to catalyze the concept of sustainable seafood among the United Kingdom's (UK) 10,000 fish-and-chip shops by partnering with the National Fish and Chip Awards. Good Catch, a partnership involving SeaWeb and three other organizations, developed The Good Catch Award for Sustainability. The award spotlights leadership in seafood sustainability to encourage the spread of best practices and innovation through peer-to-peer influence and creates wider impact through policy leverage. Media coverage of the awards also helps to increase awareness of sustainable seafood through the conduit of fishand-chip take-away shopsa main source of seafood for many UK residents.
The 2011 award went to the Chip Box, in Stewarton, Scotland. The judges noted that the Chip Box team had done their homework to source sustainably, had built knowledge and enthusiasm among their whole team, and promoted often-overlooked and more plentiful seafood choices to their diners.
Other 2011 Good Catch Award finalists, such as David Blackburn of the fish-and-chip shop, Alfie Grimshaw, now take steps toward ocean conservation by spreading sustainability messages to other chefs as a guest speaker at regional seafood workshops. Peter Frase, owner of the Cornish fish-and-chip shop, Harbour Lights, has created a template sustainable seafood sourcing policy that can be used by the wider industry.
SeaWeb gives ocean advocates the communications resources they need to convince their audiences of the importance of ocean conservation.
Partnerships Involving Stakeholders in the Celtic Sea
EcoSystem (PISCES) -the first project of a transnational nature designed to address sustainability and conservation issues of the Celtic Sea, involving four European countries. SeaWeb is one of five organizations collaborating on this project. Through the involvement of stakeholders, the goal of PISCES is to translate EU policy into practical outcomes applicable to diverse cultures and sectors.
SeaWeb's unique contribution is our expertise and experience in communications involving ecosystembased management-a place-based approach to natural resource use that aims to restore and protect the health, function and resilience of entire ecosystems.
PISCES workshops brought together stakeholders from commercial and recreational fishing, submarine cable companies, alternative energy, marine protected areas, aggregates, and other sectors to draft the bestpractice guidelines for managing the Celtic Sea according to ecosystembased management principles. A key stakeholder workshop will take place in Spain in 2012, where stakeholders will finalize these historic guidelines which represent a major step forward in preserving this critically important area of the world's ocean.
In the Asia Pacific, SeaWeb trains both our government and nongovernmental organization partners in strategic communications and social marketing through intensive workshops. SeaWeb also offers one-on-one mentoring as partners implement more sophisticated outreach and engagement strategies aimed at key decision makers to help them take important steps toward ocean conservation.
To bolster these initiatives, SeaWeb fosters communications networks and working groups to create peer networks that promote lesson sharing on effective communications, community engagement and strategic partnerships around critical ocean issues.
Examples of this work include a strategic communications workshop for conservation professionals in Papua New Guinea held at the Motupore Island Research Centre. The training included presentation and messaging techniques and writing strategic communications plans that drive change. The training also further solidified a local peer communications network to support local campaigns.
In the Commonwealth of the Northern Mariana Islands, SeaWeb is helping to build capacity by providing key government agencies, stakeholders and local partners with high-level training on strategic communications. These skills will be used to develop a dynamic social marketing campaign aimed at improving conservation in Laolao Bay. The tools SeaWeb gave us were practical and intuitive. I was able to use them straight after the training. We have so many issues facing our country and unless we really target our resources on critical issues, address people's barriers to change and craft compelling messages, we can't compete with the many demands people are already facing.
-Adophina Luvongit, education officer at Mahonia Na Dari " "
The PISCES workshop enabled us to understand how each activity impacts each other and the sea. It helped establish trust among the many different groups involved. I found the whole process a rewarding experience. The Marine Science Review is an invaluable tool for keeping apprised of the latest developments and findings in marine science. I don't have time to search the ever-increasing literature myself, but the MSR brings me regular updates on areas that are important for my work-in my case, fisheries in particular. It covers global issues, rather than restricting itself to the local, which is a big plus.
-Michael Earle, Fisheries Advisor for the Greens, European Parliament
" "
As a scientist and educator, I find the Marine Photobank to be a powerful education tool. I have used its images to show the plight of the world's oceans to students, media and the public, and to relay a clear picture of the actions we must take to conserve and properly manage ocean resources. The truth is that the solutions we need are within our grasp. While it is quite possible to foresee the collapse of marine ecosystems following continued unsustainable exploitation we can, by contrast, see a vision of thriving and productive oceans, teeming with wildlife and providing food and employment for many millions of people. To help solve the dual-sided problem of overfishing some target species while discarding plentiful but less popular alternatives, SeaWeb works with the culinary and catering sectors to buy, serve and promote some of the less popular sustainable seafood choices.
During a workshop at the United Kingdom's largest inshore fish market, London's Billingsgate, the Good Catch partnership brought together 50 chefs and caterers. Representing businesses ranging from independent fish-andchip shops and gastro-pubs to national and international contract caterers, the participants learned that by taking the simple step of changing their menu options, they can make a big difference.
A blind-tasting session helped to strip away preconceptions and allow participants to focus on the fish's flavor, while increasing enthusiasm about using alternative fish options such as dab, pouting and coley. The next workshops will focus on engaging and educating two important culinary and catering sectors-fish-and-chip shop owners and culinary school students.
We were using salmon, smoked haddock, prawn and cod [in our fish pie]. We are now using coley, pollack, mackerel, haddock and prawn…plus we are getting 'trimmings' of these fish from our fishmonger, so using otherwise wasted bits. The flavour and consistency of the pie seems to be little different, but we have made it more sustainable and more cost-effective. A genuine win-win! -Hugh Walker, managing director, Eden Caterers " " SeaWeb | Annual Report 2011 http://bit.ly/GoodCatch
In France, SeaWeb's Seafood Choices program has initiated several cuttingedge initiatives aimed at promoting sustainable species to chefs, fishmongers and other seafood industry stakeholders. One initiative involves French fishmonger apprentices. Since 2009, the CFA-Centre de Formation et d'Apprentissage (fishmongers apprentice schools)-based in Rungis, France, has asked SeaWeb to organize annual training sessions for their apprentices on sustainability.
To build on this relationship, CFA and SeaWeb developed a larger project for apprentices in collaboration with a group of 10 fishmongers. The objective of this pilot project is to engage French fishmongers in a sustainable supply for their fish shops.
In a unique initiative to educate aspiring restaurant and catering professionals in France, Seafood Choices organized workshops this past year in several catering schools: FERRANDI, l'école française de gastronomie (Paris); Lycée Hôtelier de Dinard; Lycée Jean Capelle in Bergerac; and CEFPPA (the European training center for the catering industry) in Strasbourg. These workshops educate students about the current status of marine resources and sustainability through presentations and discussions between different stakeholders in the seafood industry-chefs, fishmongers, wholesalers, retailers and fishermenand the participants. Seafood Choices helps the students realize the key role they can and will play in influencing both the supply chain and consumers.
SeaWeb and several partners also organized the first-ever national catering competition in France promoting sustainable seafood designed to reach young chefs. The competition, geared toward young chefs and catering students, requires candidates to create two unique recipes using sustainable seafood-one focused on gastronomy, and another that is simple to prepare by the general public. Olivier Roellinger, vice-president of Relais & Châteaux and a SeaWeb Seafood Champion 2011, is the ambassador of this initiative.
the "Guide des espèces" (Species Guide), which assists buyers in purchasing sustainable seafood was developed by SeaWeb's Seafood Choices program, and was the first guide of its kind to be published in France and the French-speaking areas of Belgium and Switzerland. First published in 2008, a second edition of the Guide was updated in 2010, and 2,000 copies were distributed within six months. retailers, processors, chefs, fishmongers, fishermen, scientists, consumer organizations, nGos, catering schools and fishmonger schools across French-speaking europe continue to request the Guide. It is widely seen as a valuable and practical tool that allows stakeholders to make informed decisions about the seafood they source. Due to the continuous demand, the guide was reprinted again in 2011.
Relais & Châteaux members recognise the major role they can play in protecting resources
as key prescribers in the choice of species they purchase.
Relais & Châteaux cooperates with the Seafood Choices
Alliance, a benchmark international non-governmental organisation in this field, seeking to secure sustainable seafood supplies.
-Jaume Tàpies, president and Olivier Roellinger, vice president Webster, Jim Rosenheim, and Michael Aram, continue to use their influence and voices to raise awareness about threats facing corals and the need to take action for ocean health. After taking one simple step, they are now influencing the masses by speaking to the media and at events to demonstrate that they "walk the talk." These industry spokespersons bolstered SeaWeb's efforts to engage Jewelers of America, one of the industry's leading trade associations, in developing and promoting a position statement recognizing that corals are threatened by over-harvesting, and thus encouraging greater environmental responsibility throughout the entire jewelry supply chain. The association also declared its support for the creation of clear national and international guidelines and standards for reducing the ecological impacts of trade in precious corals.
Several designers have taken the additional step of creating collections to further highlight the work of the campaign:
• Simon Cardwell of Cheeky Monkey Jewelry released his coral-inspired line in the winter of 2010, and has been promoting his dedication to coral conservation through the Internet;
• Designer Yilin Choo has been showing her support for coral conservation by touting her coralinspired jewelry collection also released in late 2010. News coverage of her collection has occurred internationally, and has included a number of Asian media outlets-an important market for the campaign and greater coral conservation movement; and
• In February 2011, Temple St. Clair launched her new coral-inspired collection, "Sacred Offerings," which received attention from the jewelry and design industry and glowing reviews from the media. Temple continues to be an important and influential voice within the design community advocating for coral conservation and ocean health. -Editor's note, "Cool Coral," Solitaire (a leading consumer jewelry magazine in the Asia-Pacific region), June/July 2011 " " SeaWeb has inspired me personally to become more actively involved and engaged in my community so the lands and waters we cherish today will be around for future generations. Whether it is using social marketing to stop the social norm of littering or volunteering at monthly cleanup brigades, SeaWeb's campaign goals and strategies have taught me the importance of taking action to help nature come back from growing threats like pollution. SeaWeb continued to maximize efficiencies and exercise spending discipline, while holding down management and general expenses and fundraising costs. As a result, 89 percent of total spending is directed at SeaWeb's global communications and ocean conservation programs.
As we reflect on the many challenges and opportunities facing our ocean, SeaWeb is grateful to be driving the development of solutions on many levels. We would like to thank our many donors and partners who support the science of communications and share our goal of fundamentally shifting the way people interact with the ocean. We are sincerely grateful for your generous support. A special thank you to -
The Curtis and Edith Munson Foundation
The Curtis and Edith Munson Foundation has been investing in efforts to enhance marine resource conservation and management for the past 25 years. For more than 13 years, SeaWeb has been a fortunate recipient of the Foundation's generosity. The Munson Foundation is guided by the visionary and strategic leadership of photographer Wolcott Henry, President and Chair. We are honored that the Foundation has identified SeaWeb's work as important to its mission. The Foundation has supported SeaWeb's core communications initiatives, including our signature Marine Photobank and social marketing campaigns. The Marine Photobank was founded in 2001 to meet the need for high quality and compelling ocean conservation photos that highlight both beauty and threats in the ocean ecosystem. Inspiration for the Marine Photobank originated with Wolcott Henry, who has witnessed firsthand the destruction of the marine ecosystem and has generously shared his images with the public and non-profit sectors. Members from all over the world have joined the Photobank to download its striking images or contribute photographs. Researchers, educators, activists, agency personnel and the general public herald the Photobank as a great resource. SeaWeb sincerely appreciates the Munson Foundation's effective investment in and commitment to promoting ocean conservation.
Shirley Jacobs
Shirley is a true friend to SeaWeb and an effective ambassador for the ocean. She developed a deep love for the sea while beachcombing in Atlantic City, New Jersey as a teenager. Shirley has become more involved with SeaWeb's mission this past year since learning about how the ocean has changed since her days as a teen in New Jersey. She is committed to leaving the ocean healthier for the next generation and has been a tireless advocate of SeaWeb's initiatives. After attending a SeaWeb event, Shirley was soon hosting her own SeaWeb events and inspired our organization to establish its volunteer Fundraising Advisory Committee. We truly admire and appreciate Shirley's dedication to SeaWeb's mission, her effective communication skills and, above all, her enthusiasm about improving ocean health.
High Liner Foods, Inc.
Seafood industry leader High Liner Foods, Inc. is a shining example of a company that embraces SeaWeb's philosophy with regard to sustainable seafood practices. After participating in past Seafood Summit events, High Liner Foods became Principal Sponsor of SeaWeb's 9th International Seafood Summit, further highlighting its dedication to a healthier, sustainable ocean. High Liner Foods stands out from other seafood businesses with its policies of not purchasing raw materials from unregulated and illegal fisheries and aquaculture operations, as well as working to provide full traceability for all of its seafood products. Henry Demone, President and CEO of High Liner Foods, Inc. and Bill DiMento, Director of Sustainability, have been working hand in hand with SeaWeb to promote the long-term viability of natural resources, while encouraging responsible and ethical business practices. SeaWeb sincerely appreciates the opportunity to collaborate with companies like High Liner Foods, Inc. who know that sustainable and responsible practices are good for business and the ocean.
